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Count the Stars, she #83 
pS ’ * pet. P 7 

and if you have good eyes,and take % ,* %* « 

a good position on the equator (so as : 


take in both the Northern and South- 
ern heavens), and sit up on clear star- 
lit nights only for six months contin- 
uously, and don’t miss any, you will 
find there are, all told, about’ - - 


Count the Examiners 


as they come from the press in San 
Francisco every day and go out to the 
rich abodes of the busy merchants of 
the metropolis, to the suburban villas 
of Oakland, Berkeley and Alameda; 
and to the thrifty homes in city and 
town, ranche and village from the 
Willamette to the Sacramento, the San 
Joaquin and the Colorado, and you 
will find ten copies of every Ex- 
AMINER issue to every single star, or 
an average Daily and Sunday of - - 
and nearly 12 Weekly Examiners for 


every star, Coe tes 76,700 


The EXAMINER is a Newspaper of the First 
Magnitude. 


E. KATZ, Eastern Agent, 
186 & 187 WoRLD BuILpine, New York. 





los Angeles 
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A REMINISCENT INTERVIEW WITH 
WILLIAM D. REID. 

The writer revently secured an inter- 
view from the oldest advertising man- 
ager ; that is, oldest in point of time of 
service, if not in years, William D. 
Reid, who places the advertising of 
Radway’s Ready Relief. 

Mr. Reid remembers events that 
happened long before half the present 
advertising agents and managers were 
born. He has seen 
scores of big con- 
cerns enter the 
advertising world, 
and, after years of 
varying success, 
retire from busi- 
ness. He remem- 
bers when the | 
pioneer of expen- 
sive display adver- 
tisiang, A, T. 
Stewart, began his 
career; the time 
when a_ six-page 
paper was a large 
one does not seem 
long ago to him ; 
and he was a 
veteran in the ad- 
vertising business 
when he used to | 
go about the coun- 
try in a big wagon 


selling Radway’s 

Ready Relief, and [te 

making yearly 

contracts with the 

editors of country weeklies. A. T. 


Stewart has achieved success, amassed 
afortune, and many years ago was 
gathered to his fathers; the six and 
eight-page papers have had their day, 
and given way to the twelve and 
sixteen-page dailies; traveling men 
now travel in parlor cars on flying ex- 
press trains, instead of in wagons ; 
patent medicines are shipped by the 
carload, and advertising contracts are 
made by mail and telegraph as often, 





Wituram D, Rep, 


perhaps, as by means of personal in- 
terviews. Yet the man who has seen 
all these changes, and many more, is 
still hale and hearty, and daily attends 
to the routine work ef his duties. 

** How about R. R. R. advertising, 
Mr. Reid? Is there anything new in 
your methods of advertising ?” 

‘*No; we are going on about the 
same lines as we have for nearly half 
a century. Of course, some changes 
are naturally introduced, but they are 

_ only slight ones. 

] We believe news- 
paper advertising 
is indispensable, 
although we put 
out a good many 
books and pam- 
phlets in connec- 
tion with it.” 

** What class of 
newspapers do you 
think are the best 
for advertising 
proprietary ar- 
| ticles?” 

‘* The first-class 
papers only. This 
term is rather gen- 
eral, and it is diffi- 
cult for me_ to 
define it in the 
sense I make use 
of it. The policy, 
circulation and 
constituents of a 
J paper ali combine 

to create its stand- 

ing. Whether the 
price is one, two or three cents does 
not in itself signify much, for many 
penny papers are better advertising 


mediums than others that sell for 
three cents a copy. Here are a few 
papers which I consider first-class 


for advertising an article similar to 
R. R. Ru: N. Y. World, Boston 
Globe, Boston Traveller, Philadelphia 
Enquirer, Philadelphia Record, Chi- 
cago Zimes, Chicago 7ribune and 
Chicago Jnter-Ocean. The New York 
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Dispatch is an old paper that has al- 
ways been an excellent medium for us,” 
** How about country weeklies ?” 

‘* Ah ! those are the mediums, after 
all. Considering the difference in cost 
between them and the big dailies, I 
think the country weekly, with its four 
pages and a circulation of one, two or 
three thousand, is a better medium than 
the big metropolitan morning blanket 
sheet. An ad of only a few inches is 
all the former needs, and it is seen by 
all the readers of the paper. But 
nowadays one must have a column in 
a big daily, and then it is likely to be 
lost.” 

‘* What is your opinion of the Sun- 
day papers ?”” 

‘“*T think they are entirely too big, 
and, as I said, an ad is very likely to 
be lost in one of them. Just think of 
forty and fifty pages for one issue of a 
paper! Why, the news can't be read 
thoroughly, to say nothing of the ad- 
vertisements. I remember when Moses 
Beach used to publish the New York 
Sun down in Fulton street. It was a 
little four-page paper, and each page 
half as large as that of the present 
Sun. A little two-inch ad in Mr. 
Beach’s paper did more good than a 
column or even a page would in a 
Sunday paper now. It was not only 
read, but it was read three or four 
times, by all who read the paper. 

‘* A. ‘T. Stewart was one of the first 
to start in on big ads. He made it 
pay, but he forced all the other adver- 
tisers to jump in and spend much 
more money than was necessary or 
else get left.” 

‘* About how much are you spend- 
ing for advertising ?”” 

‘We are now placing $50,000 a 
year with newspapers, and $20,000 
more goes annually for books, pamph- 
lets, hangers, signs, etc. We _ place 
most of our business direct, dealing 
with the publishers usually, but some- 
times with solicitors and special agents. 
When I began making contracts in 
1854 we did not spend more than one- 
tenth of this amount, and it did us 
just as much proportionate good.” 

‘You think, then, Mr. Reid, that 
advertising and journalism are pro- 
gressing too rapidly, and that the pres- 
ent rates are not warranted by the cir- 
culations of different mediums?” 

‘*That’s about it. Think of an 
advertiser paying $8,000 for an adver- 
tisement one time in one paper. 

‘* Years ago I used to go about the 


country in a wagon, attending to the 
sale of the medicine, and at the same 
time making contracts. In those days 
for $20 or $30 I could get a column for 
a year in a good weekly paper having 
a circulation of 1,000 copies. Those 
papers were read and re-read, and the 
advertisements had weight with the 
people. ‘There was nothing then like 
the country weekly, especially if it was 
published at a county seat. I have 
forgotten many of the old timers, but 
there was a good one at Winchester, 
Va., and another at Morgantown, W. 
Va. We usedto deal more with pa- 
pers then in the Southern and Middle 
States than in the East, especially in 
New England. This was because the 
Eastern families nearly all had grand- 
ma’s medicines, made of roots and 
herbs, which they placed great reliance 
in. It was not so west of here and in 
the South, although there were, of 
course, many family prescriptions. We 
now advertise all over the United States 
and Canada, as well as in South Amer- 
ica and the West Indies.” 

‘* What is your opinion of the pres- 
ent proprietary medicines that are on 
the market?” 

**T wouldn't like to say, but there is 
nothing like an old-established article 
like Radway’s Ready Relief.” 

**Do you think the present patent 
medicine business is as profitable as it 
was years ago?” 

‘* That I can’t say, although it must 
cost many young concerns very much 
more money in order to do business. 
Here is one great difference. In my 
earlier days there were not many drug 
stores, and those that did exist only 
put up prescriptions. Druggists now 
sell soda water and fancy goods, cut 
prices in patent medicines, and about 
every druggist has a specific of his 
own; in fact, you can see ‘ Brown’s 
Cough Cure,’ ‘ Smith’s Sarsaparilla’ and 
similar preparations advertised at about 
every drug store.” 

‘* Who were the prominent adver- 
tisers in your earlier days ?” 

‘IT can hardly recall now, it was so 
long ago. There was Demas Barnes 
& Co., who made Plantation Bitters ; 
Helmbold & Co., and P. H. Drake, 
and Stewart. Yet these were not pio- 
neer advertisers ; in fact, I think Stew- 
art began to start out recently, not 
over twenty or thirty years ago.” 

** Were the old-time patent medicine 
advertisers generally successful ?” 

‘**T never went over their books, but 
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I assume most of them were. Many 
have gone out of business, but a good 
many got rich and retired, and the 
druggists’ specifics all over the country 
cut into the business considerably.” 

‘* What is your opinion of the mod- 
ern advertisements, such, for instance, 
as are prepared by _ professional 
writers ?”" 

‘* The modern advertisements are 
more matter-of-fact, and probably ap- 
peal more directly to the readers than 
did the more extravagant style of forty 
or fifty years ago. 1 don’t know, but 
on the whole, they are better, although 
the old style was good enough for the 
time when it flourished.” 

‘*T don’t suppose the solicitors of 
advertisements were so prominent a few 
decades ago as at present.” 

‘*No; they were not. I suppose 
most of them will get to the eiectrical 
chair in time. In old times advertisers 
used to go to the publishers, instead 
of being annoyed by advertising solic- 
itors.” 


——_—__-- e+ -—____. 


ADVERTISING AT THE WORLD’S 
FAIR. 


‘By Wm. H. Maher. 


For the past six months we have 
been reading announcements of the 
large appropriations made by leading 
advertisers in all sections of the coun- 
try for the World’s Fair. I went 
among the different buildings, expecting 
to find many unique plans for advertis- 
ing, and some of them upon a colossal 
scale, but I am unable to discover one 
of them thus far, and I have been two 
weeks roaming about the grounds. 

The Fair, at this writing, is a failure 
as to the numbers in attendance, and a 
disappointment to those who go there. 
‘The attendance is small because of the 
backward spring, the reports as to the 
unfinished condition of the buildings 
and exhibits, and the refusal of the 
railroads to meet the popular expecta- 
tion in excursion rates. 

Those who have braved these things 
have been annoyed at finding the sto- 
ries as to the backwardness of the ex- 
hibits only too true, and their reports 
must prevent others from coming right 
away, who would otherwise be here. 

If any of our prominent advertisers 
have arranged to make special displays 
here that would give their goods a 
** boom,” these exhibits must be among 
those that are delayed, for they cannot 
be found. 


One would say that American deal- 
ers and manufacturers have not shown 
the enterprise that foreigners have, In 
any one line of goods that might be 
taken as a sample it will, I think, be 
found that the foreign exhibitor has a 
better display and better arrangements 
for showing his goods, explaining them 
and taking orders for them. I noticed 
this to-day in almost every line of man- 
ufactured goods. ‘The German, Aus- 
trianand Bohemian glass exhibits were 
surrounded by buyers ; the girl clerks 
were crowded with work ; people were 
interested in the goods, and it seemed 
to me that they were eagerly paying 
two or three retail prices for every- 
thing they bought. But in the Amer- 
ican cut-glass exhibit, and it was a large 
one, I saw one single person talking 
with the man in charge. 

I suppose our silver-plated ware, in 
quality, finish and design, is equal to 
that of any foreign country, but I no- 
ticed that the French exhibit was 
crowded and the American looked very 
lonesome. And my reason for observ- 
ing this to-day was because I fancied 
it was the case when I was there be- 
fore, but had not made note of it. 

‘The American manufacturer fancies 
he has done his duty when he puts a 
case of his wares in an exhibition 
building, with his name on the top or 
sides of it, and leaves it there to tell 
its own story. One wonders why a 
thing that is worth doing at all should 
be done so poorly. 

I have seen a dozen familiar names 
on exhibits to-day, and crossed to them 
expecting to tind some one represent- 
ing the house, only to find the cases 
in solitude, no one near them, unless a 
passing visitor stopped before them for 
a moment. If he looked around to 
find some one of whom he might ask 
a question, he met no responding 
glance. 

At the foreign exhibits there is some 
one in attendance, either the keen-faced 
proprietor or agent, or an intelligent 
girl, who is prepared to answer ques- 
tions, and take an order for any goods 
wanted. 

There is little being given in the way 
of free samples, and circulars or cards 
do not play so important a part as one 
would expect them to do. Nor is ad- 
vantage taken by manufacturers to do 
as much advertising as they might well 
do, The English are doing more of 
this, and doing it better, than our own 
manufacturers are, The pretty bubble 
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picture of Pears’ Soap is handed to vis- 
itors on different floors, and is carried 
away. Mellin’s Food has an equally 
pretty picture, that might have been 
reproduced in a small advertising card 
very effectively, but it isn’t. 

One would have thought that such a 
concern as Ayers’ would have made an 
attractive and large exhibit, and would 
have a tasteful souvenir for every vis- 
itor, but the exhibit is commonplace, 
and, though I have passed it several 
times, I have seen no one near it. 

The magazine publishers make ex- 
hibits that are valuable and interesting, 
but I think a lesson in consonance with 
the points I have made above can be 
drawn from my experience with them. 
The Century Company is across the 
aisle from the Appletons’. ‘The for- 
mer’s office is in charge of an intelli- 
gent young woman, who welcomes vis- 
itors cordially, and points out to them 
the interestimg things in the collection. 
The Appletons’ stall is (or was during 
my visits) left to itself, and was de- 
serted, while the other was always full 
of visitors. The Century attendant 
kept convenient memorandum of her 
visitors, and had about 400 calls dur- 
ing the day of possibly eight busy 
hours. 

The ‘‘ hump” hook and eye exhibit 
was in charge of a woman, who handed 
out a card to each passer-by, and 1] 
noticed that none of these cards were 
thrown away, or to be found lying 
around the grounds, 

Some advertisers were very shrewd 
in working their goods into prominent 
place. The ‘* witch spoon” is an in- 
stance, and is shown in two places in 
the Massachusetts building, as if it 
was made under the seal of the State. 
The ‘‘ Putnam” spoon is also able to 
secure a good place in the Connecticut 
building, 

Outside of the Fair grounds wall 
spaces have been thoroughly well used 
by the energetic Gunning. Coming in 
from the east one sees the Baker Cocoa 
on large board signs more frequently 
than any other except Hood’s, which 
seems to seek buildings rather than 
special boards. 

The array of unfinished buildings in 
the vicinity of the Fair grounds is very 
disheartening. Iam only five blocks 
from one of the main gates, and I can 
see a dozen unfinished hotels on my 
way to the grounds. 

The Chicago people are the most 
disappointed ones on the face of the 


earth to-day. They expected a daily 
attendance of a quarter of a million 
people ; the average so far is one-fifth 
of this. The rush will come, if it 
comes at all, between the closing of 
schools in June and their opening in 
September. 

My own opinion is that the Fair will 
continue during the summer of ’94; 
that a goodly number of people will 
come here this summer, and that ad- 
vertisers should use the opportunity to 
its utmost capabilities. But the Fair 
should in no way interfere with one’s 
regular advertising, for it is not going 
to draw all the world here by any man- 
ner of means, and people are to be 
reached at their homes as if no Fair 
was in progress. The concerns who 
have kept their advertising in regular 
channels this year are the ones who 
will be best satisfied by the returns, in 
my opinion, 

WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 
Lonpon, May 17, 1893. 


I am not very much ‘struck on” 
shop window advertisements of gener- 
ally advertised articles. For instance, 
if I had a medicine, or a cigarette, or 
a soap, in general sale, it would not be 
my judgment to invest much money in 
shop-window dodgers, designed to col- 
lect a crowd outside the office, or even 
outside the shop of a retailer. No 
doubt these things do draw a crowd, 
but is it a buying crowd? I very 
much question it. Several years ago 
Henry K, Terry & Co., the agents for 
the *‘ Richmond Gem” group of cigar- 
ettes and tobaccos, had an automatic 
doll that smoked cigarettes like life, 
and exhibited it in the office window, 
where it drew such a concourse of 
loafers that the police asked, as a favor, 
to have it taken away. Mr. Terry did 
so, and it went the rounds of the coun- 
try; but I never heard of his saying 
that the thing brought much business 
that could be traced; and though it 
made plenty of talk, not one person in 
fifty who mentioned it remembered to 
mention that the doll smoked Rich- 
mond Gem cigarettes ; they only said 
that it smoked a cigarette. 

x % * * * 

An attraction in the window of a 
purely retail shop is rather different ; 
it is a general ‘‘ pull” for the shop, 
and if a spectator doesn’t buy just 
what is advertised by the novelty ex- 
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hibited, the chances are that he may 
buy something else. A stationer and 
rubber-stamp maker in one of the 
busiest streets in the City of London 
(we call the business part of London, 
or rather the district around the Bank, 
forming the anciently limited London 
proper, distinctively *‘ the city”) has a 
cleverly dressed doll about half life 
size in his window, which, by an elec- 
trical attachment not visible to the 
spectator, raps intermittently on the 
glass window, exhibiting an invitation 
to ‘call in and ask for _ 
a price list,” or some- 

thing of the kind. The 
sharp “tap, tap” of 
the little man attracts 
attention, because it is 
so human—it sounds 
like some one signal- 
ing—and the effect is 
very ludicrous, as you 
watch people jump and 
turn round to look. A 
lower-toned dodge of 
the same kind that I 
saw a number of years 
ago attracted a certain 
amount of notice to the 
establishment of a pub- 
lican (saloon-keeper), 
who had, at a care- 
fully half-curtained 
window on the floor 













This is the Golden type. 
This is the Troy type. 
This is the Chaucer type. 
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ever (as I showed in PRINTERS’ INK 
for February 8), is not likely to happen 
if copyright can save them. ‘They 
are, in truth, very well adapted for ad- 
vertising—which name, I am sure, Mr, 
Morris would not for a moment apply 
to the beautiful circular which lies be- 
fore me. I can only show a very 
small specimen of his designing ; but 
the splendid clearness and solidarity of 
all the faces makes them very much to 
be coveted for an art which Mr. 
Morris, who touches many things, and 
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above the street, a 
flesh-tinted statue, 
from the nude, of a 
young woman, about 
half of it visible, and 
looking like an incau- 
tious servant girl peep- 
ing out of a window. 
The effect was more 
striking than agreeable; 


The Historye of Reynard the Foxe. | 


Translated from the Dutch by Gil- 
liam Caxton. Reprinted from the e- 
dition of 1481. 300 printed. 


Secretary to The Kelmscott Press: 

H. Halliday Sparling, 8, Hammersmith Ter- 
race, London, W.,towhom should beaddressed 
all let®ers relating to books to which no publish- 





but I dare say it 
pleased the publican’s 





er’s name is as yet attached. 





wl 





patrons well enough, 


and that was about all that was 
wanted. 
* * * * * 


Mr. William Morris, the poet, 
printer, artist, upholsterer and Social- 
ist, who does not believe in advertising, 
has got out a circular from which I 
am able to reproduce a fac-simile of 
some of the types which he has de- 
signed, and to which Mr. Benton 
made reference in the famous New 
Year’s number of PRINTERS’ INK. 
Mr. Benton expressed a hope that 
some of these type faces might become 
available for advertising, which, how- 


none without adorning them, should 
try not to despise, seeing that few men 
get more free advertising than he (de- 


servedly) does. But perhaps he doesn’t 
despise that kind. 
* * * * * 


Mr. T. P. O’Connor, Member of 
Parliament, who is well known in 
America, and liked wherever known, 
will, on the 27th of June, publish the 
Sun—a halfpenny evening newspaper 
—in London. He was the founder 
and first editor of the Sar, and on 
June 27, 1890, in severing his connec- 
tion with it, agreed not to edit a Lon- 
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don evening paper for three years. 
This agreement he keeps—to the 
day. 
* * * * % 

Mr. Geo. T. Fulford, of Dr. Wil- 
liams’ Pink Pills, who has been quite a 
prominent English advertiser of late, 
sails on the 2oth for America, where 
he will stay six months, leaving a well 
established and grounded business to 
develop in the hands of Mr. John 
Morgan Richards. It is not often 
that, in the medicine trade, I have 
heard of, or seen, advertising produce 
so speedy and so substantial a result as 
this. It is one more lesson—and a 
striking object lesson it is—on the 
éffects of bold advertising and the ad- 
vantages attaching to change of copy 
in the right kind of advertisement. 
This is run on the reading-notice plan 
—long-winded articles, running into 
columns and over. The same adver- 
tisement appears but once, and all are 
set to look exactly like the textual mat- 
ter of the papers used. 

* * x * x 


Now, experience is worth nothing at 
all if it does not evolve some general 
principles, and from observation of 
this pink pill advertising I have been 
led to draw one or two conclusions, 
that may be right and may be wrong 
(most likely they are neither unmixedly 
right nor entirely erroneous) ; but, 
right or wrong, I hope, as I have had 
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INK. 


the opportunity to watch this business 
pretty closely, that it may not be 
thought tiresome if, by no means 
venturing to dogmatize on any gen- 
eral ground, I take leave next week 
to discuss at a little more length 
than there is room for in this letter 
the reflections engendered by the lat- 
est experience I have had with English 
advertisers. 








THE newspaper has been called the 
great natural school-book. It goes 
into the family circle and drops the 
same idea into thousands of minds at 
once. An advertisement, if it has an 
idea, is sure to be read.— Bridgetown 
(NV. S.) Monitor. 


A NOVELTY IN ADVERTSING. 

The Baltimore Mews shows enter- 
prise in publishing and selling, at its 
regular price of two cents, a 64-page 
paper. It is called the ‘‘ World’s Fair 
Southern Edition,” and contains read- 
ing matter and advertisements enough 
to keep an ordinary person occupied 
for several weeks. A unique feature 
of this unique paper is the arrangement 
of the advertisements. They occupy 
266 columns, and are, for the most 
part, grouped in artistic frames, as 
shown in the half-page reproduction of 
musical announcements herewith. This 
is somewhat of a new. departure for a 
daily paper, and adds largely to the 
attractiveness of its advertising pages. 


Bf Waa att — en? 


CHICKERING PIANOS 


Siaer canes tre cams mamcinetarer sae shew © high © sumer 
ere vane 


HERMON DAY & CO., Sule Agests, 
7 North Charles Street. 
‘Teagan 
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SECOND-CLASS POSTAGE USAGES. 


New York, May 20, 1893. 
The Assoctated Industrial Press, 918 F St., 
N.W., Washington, D. C.: 

GENTLEMEN—The manner in which you 
executed our last commission was So satisfac- 
tory that we wish you would make a similar 
investigation of the enclosed offer. 

We would like to have Mr, Hazen say 
whether there is anything in the second-class 
law prohibiting a paper trom making such an 
offer as this. 

If he declines to answer this question spe- 
cifically *t yes’’ or “‘ no,” a statement of that 
refusal will be interesting. 

Please forward your bill for this service, 

Very respectfully, 
Printers’ Ink. 

Enclosed is $2 in settlement of account ren- 

ered, 


This is the clipping enclosed. 
Send 55 Cents 


TO 
No, 227 MAIN STREET, Room 30, Cincinnati, O., 
AND RECEIVE THE 
TIMES-STAR 
For One Month and Free Advertising Amounting to 
#7.80, 

An advertisement will be inserted free twenty- 
six times on the third page upon receipt of 55 
conte, ant the TIMES-STAR sent to you for one 
cos Feger Free for One Month with Each 3 Lines 

3 lines, 21 words, 55 cents; 
6“ 42 $1.10, 

“ “ $90 
and at the same rate for any advertisement in 
excess of 12 lines. 

Tue AssociATED INpuUsTRIAL PREss, 
18 F Street, Northwest, 

Epwarp A, O_pHam, Gen’! Manager, 

WasuincTon, D. C., May 19, 1893. 
Editor of Printers’ Ink: 

When our representative called upon Gen, 
Hazen to-day, shortly after your letter was 
received, and asked him if there was anything 
in the second-class law prohibiting a paper 
from making such an offer as that contained 
in the accompanying printed circular, he gave 
the papera sleaes and said quickly, with some 
show of irritation, ‘* Suppose you have a talk 
with Chief Clerk Davis about it.” 

The latter gentleman was seen, and he at 
once went off into an elaborate evasion of the 
question at issue, by observing that the paper 
making the proposition was an old and recog- 
nized newspaper, with a bona-fide list of sub- 
scribers, etc., etc.; that it was not ostensibly 
“a bunch of circulars,”’ gotten together for 
advertising purposes solely, and of its status 
the Department could have no possible miscon- 
ception, 

on being pressed for an opinion as to the 
legality of this particular proposition, he 
yielded so far as to say that it would not be 
unadmissable in a paper of the standing of the 
Times-Star to thus indulge in a ‘‘ temporary 
spurt’’ to increase its circulation. 

But, inquired our representative, a basic 
principle is involved, a principle that appa- 
rently should have force alike with all papers 
applying for or enjoying second-class mail 
privileges. How was it, according to this 
position, the Department could discriminate in 
favor of one paper and apply the letter of the 
law to other papers guilty of employing identi- 
cally the same business-producing principle, 
though reversing the proposition somewhat? 
The 7imes-Star had agreed to give advertis- 
ing space alleged to be worth $7.80 to the 
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person who paid the publisher 55 cents for one 
month’s subscription, or, in other words, to 
make a present of a month’s subscription to 
all who paid 55 cents for a certain class of ad- 
vertising. 

This presentation of the case was suggestive 
enough to cause the Chief Clerk to readjust 
his position, and he said, in substance, ‘* Then 
if that, upon investigation, proves to be the 
case, the 7imes-Star will be informed that it 
is violating the regulations, and warned to 
discontinue the proposition,” 

Of his own accord he brought up the case 
of Prinrers’ Ink, and said that the Depart- 
ment had been getting letters from all over 
the country, citing cases of alleged disregard 
of the regulations, with the endeavor to get 
the Department committed to an opinion at 
variance with its position in the Printers’ 
INK case. 

During the course of his remarks he made 
this suggestive statement: ‘* ‘Ihe Department 
has nothing whatever to do with the arrange- 
ments entered into between advertiser and 
publisher or subscriber and publisher." 

In speaking of the Book News case, Mr. 
Davis said that Mr. Wanamaker had re- 
viewed that case himself, leaving the infer- 
ence that no other official of the Department 
had been permitted to pass judgment upon it. 

Mr. Davis was very pleasant in his manner, 
and displayed none of that irritation which 
had characterized the head of his Department. 
He said that his office had no desire or incli- 
nation to discriminate unjustly against any 
newspaper, and that if the department had 
erred in its decisions, it was done through ig- 
norance or lack of complete knowledge of the 
entire facts in the case. 

Very faithfully yours, 
ASSOCIATED INDUSTRIAL PREss, 
Per Manager. 


The Bill. 
WasuinctTon, D. C., May 109, 1893. 
Pubs. Printers’ Ink, New York, N. Y. 
To The Associated Industrial Press, Dr. 
Executing special commission in 
Pr. @ D. ° 


’ . . 


¥ $5.00 


Persons who have come into direct 
relations with the officials of the Third 
Assistant Postmaster-General's office 
are rather unanimous in their good re- 
port of the efficiency of this Davis, 
whose name is already rather well 
known to the publishing community, 
as he often signs papers as ‘‘Acting 
Third Assistant,” etc. Ex-Postmas- 
ter- General Thomas L, James, in 
speaking of this official, was once 
heard to say, with decision, ‘‘ Madison 
Davis is an honest man.” This is 
also PRINTERS’ INK’s impression. 

Lisctanioninciithepicaaitabaes 

SOME newspaper man started the re- 
port that a Brookfield, N. J., girl 
kneads bread with her gloves on. An 
exchange answers: ‘‘ We also need 
bread with our shoes on, with our 
pants on, and with ourclothes on. We 
need it badly, too, and if our delin- 
quents do not soon pay up we will 
need it without any pants at all.” 
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NEW YORK HORSE CAR ADVER- 
TISING. 

To give a faint idea of the enormous 
amount of money spent in advertising, 
says the Newsman, outside of the 
newspaper and periodical - press, the 
rates on the cars of a few of the sur- 
face roads of New York City are given : 


EACH CAR 

PER DAY. 
Rrondway LING. .ccccoscecccccosscccccs Sle 
23d Street Line..... 5c. 
7th AVENUC...cccccsccccccces 





th AVENUC....ceseecee coesececccesces IYQCe 

niversity Place and ‘Broadway.. coe Be 
Houston Sereet and AvenueC.... .... 1c. 
Grand and Chambers Street..... . 1c, 
Metropolitan Cross Town.,.... 2c. 
asc ceercepusetseteevesocss sc Sie 





Broadway Line sect 150 cars. 


150 cars at sc. per day.... $7.50 
31 days at 7-50. vo +00 saison + $232. 5° 


Classified Advertisements. 


Advertisements under this ‘head, two lines 
more, without display, 26 cents a line. Must 
be handed in one week in advance. 


WANTS TS. 


H - tc SNS WEIS M CO., yp tte 


y PE WANT to do good ood printing for it 
PRINTERS’ INK PRESS, 10 Spruce St., 


NY person advertising 1 in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 


2 | <4 00 AGENTS’ letters for sale or on loan, 
Os All 1892 letters. Prices low. For 
samples and address Box 15 Bachmanville, Pa. 


rIBSE Chass 19th century circulator for one 
of the leading new: ‘a of the U.S. Must 
have highest mae _ 8s. Address “ LIGHT- 


NING,” care Printe 

\ 7 ANTED—Editorial management of live Re- 
—- daily. Four years’ actual edito- 

rial rience University graduate. W. 

CAMPBI LL, 6,502 Wentworth Ave., ace 


WASTED Orders—We set type, fu 

and —_ stories, depa: —s rmsesllany 
for ae modern’ presses; lowest prices, 

UNI x rs  CO., 15 Vandewater 8t., New York. 


j 7 ANTED—An advertising man who has had 
experience both as a solicitor and in office 
work, including correspondence. Address, 
atin experience, ““SPECIAL,” P. O. Box 672, 
ew 


ork. 
\ 


J ANT tgs ay a in PRINTERS’ INK 
under this peed, four lines (twenty-five 
words) or 4. will be 
dollar. For additional s 


inserted one time for one 
sertions, the rate is 25 cen 


Oo eeeeeee 





e, or continued in- 
a line each issue 
WASTED An editor who i $5,000 to invest 

in an afternoon daily. ealthy ; ; 40,000 in- 
habitants ; has press , = PP ay free of debt ; 
making a little money. Must be a good writer, 
Young, sober man wanted. Address “ B. Y. H.,’ 
Printers’ Ink. 
\ ANTED—“ A Mint of Hints” contains em- 
bossed conceptions for catalogue covers, 
Ideas on every one of the 160 pages—9x12 
° wer? id—wort: An to any busi- 
ness man, IFF' TH aw & CADY Co., 
Embossers, Sapeie. ass. 


ry’O an advertising man, who can command a 
‘ood line of general advertising, an excep- 
tionally fine opportunity is offered—can buy an 
interest in an established advertisng agency now 
no object 
DENTIAL,” 


doing a splendid business. Mone 
rons the man. 


Adi — “CON 
Box 1,370, Boston, Mass. 


PRINTERS’ 








INK, 


] jy? you want a first-class advt. 
ear. 


. writer ? $2,000 a 
Experiences, bright, ambitions, full 
of ideas, high characte: 
Good at managing help. 
care Printers’ 


r, eae old, married. 
“FINE DRY’ GOODS,” 
\ --~~- IMMEDIATELY—A hustling, tem- 
te daily newspaper reporter ; an Irish 
Catho! ny one who is acknowledged to have a nose 
for news. If you expect us to recognize you, 
answers to this must be accompanied with first- 
class references ; also state experience and salary 
wanted. Address NEWS, care Printers’ Ink. 


PATENT MEDICINE, $1.00 preparation. Es 
tablished 1859. Has a moderate sale through 
the wholesale drug trade throughout the entire 


ni tates. no advertising for 
ears, but holds its own deman A chance 
‘or some one who is in in a_ well 


paying | investment. Address Box X, Print- 
’ Ink. 


soos I + ers 





ANTED—To n bl 
$1.00 shares in eaeite > crock. company for 
four inches advertising 8) for three months ; 


changed monthly. D vidends declared annu- 
a After two years the company will cash, at 
‘face value, ned peng dividends, as many of the 
first it 25,000 holders desire. We can ac- 
cept about fifty t best offers. Send best terms and 
current ony < of paper ; also - -r of shares 
and small circulars, and state res when cash 
BIA RIVER IRRI- 


accompanies order. COLUM 
GATIOD ¥ IMPRO VEMENT CO., Kiona, Yakima 
County, W: ngton. 





~ 
SUPPLIES. 
| Publi INKS are the best. New York. 





7 AN BIBBER’S 
Printers’ Rollers. 
66 PEERLESS” CARBON BLACK. 
For fine Inks—unequalled—Pittsburg. 
TS TYPE = gs ts be NEW YORK TYPE 
ea one de 13 Chambers St., New York 
and chea) apest. Get their prices galas 
M.S 


’ | ‘HIS PAPER is 





rinted with ink manufac 
* tured by the W. D. WILSON PRINTING INK 
Co., L’t’d, tf a St., New York. Special prices 
to cash buyers. 


DP Avit DEALERS=M. Pi Plummer & Co., 161 

lliam St., N. Y., sell every kind of paper 

sed by printe rs and publishers at lowest prices. 
Full hie quality of Printers’ Ink 


AD VER TISING MEDIA. 
GBATILE TELEGRAPH. 


4 Noe LIVINGSTON ENTERPRISE, the leading 
weekly paper of Montana 


gp araghl N. Y., TIMES UNION, every even- 
,and WEEKLY TIMES, reach everybody. 
Larges circulation. Favorite Home paper, 


W ISCONSIN AGRICULTURIST, pas, | “ip: a. 
circulation over 30,000, proved by P. 

ts. Advertising only 20 cents a line World's 8 

r office 215 Dearborn St., Room 1101, Chicago 


YOLUMBUS, Central, South Southern, and Southeast- 

/ ern Ohio offer a rich field for advertisers. 

THE OHIO STATE JOURNAL—Daily, 12,500; 

Sendey, 17,000, and Weekly, "Sad the 
field. All leading advertisers use i 


[HE JUDICIOUS ADVERTISER cial seeks 
to attract the athention of the greatest num- 
ber a = POKANE CH 6 me ay an 
eading daily paper tern Washington anc 
— Idaho, this result is effected. It pays 
to keep everlastingly at it in a paper which 
everybody reads. Rates quoted upon application. 


by yt - ADVERTISEMENTS in PRINTERS’ 
—— with a two-line letter, but have no 
pray display. Under headings of Advertising 
Media, i Miscellaneous and For 
Wants, Posting and Disteibuting, Ad- 
vertising Novelties, resses and Addressing, 
Illustrators and Illustrations ‘and Advertisement 
Constructors, 4 lines (25 words or less) will be in- 
serted once or two lines (12 words or less) twice 
for one dollar if the cash accompanies the order. 
Additional space or insertions charged 25 cents 
a line each issue. 


got 


le, 
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BILL POSTING & DI: DISTRIBUTING 


NAIL signs . x 1d distribute circulars. 
I ag F. ROWELL, Stamford, Conn. 


OR the of inviting announcements of 
} the aadresues of local bill posters and distrib- 
utors, two lines(12 words) or less will be inserted 
twice under this heading for one dollar, or 
three months for $6.50, or $26a year. Cash with 
the order. More space 25 cents a line each issue. 

- 
ADDRESSES AND ADDRESSING. 
| F you wish to buy lists of names, advertise for 
them in Printers’ Ink. 
I F you wish to sell_ lists of names, advertise 
them in Printers’ Ink. 
PRINT letters that 
written by yourself, 
tising 
plies. 








‘ou would swear had been 
Nothing equal for adver- 
rposes ; ve! effective for eliciting re- 
Kina, 89 William St., 
NEWLY-COMPILED ast of 22,000 adver- 
tisers, with their commercial rating, for $15. 
for fuller information, address PUBLIS SHERS? 
COMMERCIAL UNION, ‘Evening Post Building, 
Chicago, Ill 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order, More space or 

vontinued insertions 25 cents a line each issue. 
+o 


PREMIUMS. 


I pREnIOM USERS—For a ps article, write to 
N & CO., Moline, 


I OOKS FOR PREMIUMS—If you want to use 
books we can wy, you at lowest prices. 
Address J, 8. OGILVI Rose St., New York. 


Y EW illustrated catalogue of the best premi- 
4‘ ums for —— rs and manufacturers now 
ready. Send for itand get new business. HOM 
BOOK COMPANY, 142 & 144 Worth St., New York. 


MISCELLA NEOUS. 
| Pie *S INKS are the best. New York. 


yar BIBBER’S 
Priters’ Rollers. 


1 IPANS TABULES cure headac he. A standard 
remedy. Order r through nearest druggists. 


DAPER DEALERS_-M. 1 M. Plummer & Co., 161 

William 8t., Y., sell every kind of paper 

used by printers and publishers at lowest prices. 
Full line quahty of Printers’ Ink. 


Ts aE Es aad “HANDY BINDER” for PRINTERS’ 
K is an admirable device for the preserva- 
tion maa your copies of PRINTERS’ INK and is 
very neat and serviceable. We will send it, D08t- 
paid, on receipt of 60c. , the cost of the “ Binder. 
Address PRINTERS’ INK, 10 Spruce St., N. Y. 


‘é TT! PUMPKINVILLE SQUAKER ” humor- 

ous articles are amusing. I write them. 
T laugh at every one before I send it out, so I 
know they’re funny. I se af them to publishers. 
Let me send you some look over ; they’re 
typewritten. - C. WELLS. 119 De Kalb St., 
Chicago, Ill. 


$e the readers of “ Printers’ Ink ” who have 
not already received it, a a of the Mag- 
nificent Catalogue of “ KELLOGC LISTS ” will 
be sent free u ee — book con- 
tains nearly ¢ Hundred ull-page Illustra- 
tions re rescuing fac-similes, in of 
some of t © i rages articles advertise ne 
celebrated 1 A.N. KELLOGG NEWS SPAP ER 
COMPANY, or ‘Tribune Building, New York. 
plnatiasaieieaiiaiso 


conore, 


FOR SALE, 
‘ AZETTE ADVER’T RECORD—For pa) pers, tL. 
¥ Testimonials. GAZETTE, Bedford, 
| ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J 
4! LINES, #1; = $3.50; 1 column, $46.55 ; 
page, #1 156.80. 50,000 copies PROVEN. 
WOMAN'S WORK, Athens, Ga. 
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For SALE—A Republican news: = and job 
office within 50 miles of Des es, lowa 


= 2,7 00 population. i bu it. Half 
Hl «Pinte: rs’ ink ” 


CASH, bal. = time or_real 





or estate 
% 0) 0) near Fuliade.. pat Dem. — per ; 
co. seat ; forty 1872; busi- 
ness. Address “ DASH ” Printers’ Ink. 
fos SALE—One of the best country (Republi- 
can) weeklies in New York State. Brig! poor 
plant. $6,300 —— in — Jan. 1 to May 1, 
Teo: 3, $2,400 rece reulars sent on applica- 


sire} 
tion to REGISTEE Fort Plain, N. Y. 


rok SALE—Southern sfvernoon paper in city 
centrally located ; 25,000 inhabitants ; three 
through trunk lines ; healthy. wi cireula- 
tion ; good adve rtising: patronage A a for 
particulars, “S.A. P.,” care Printers’ Ink 


W Hite MOUNTAINS- For sale or to let, a 
handsome, roomy, attractive summer resi- 

dence and farm ; fully furnished and ——. 

For illustrated deser:ptive cireular a dfull 

ae address “ G. P. R.,” ). Box 672, ow 
ork, 


OR SALE—One of the best class papers pub- 
lished. Advertising columns oars 5,000 
yoarsy. and contracts to show for it. ori 
ion list will pay printine expenses. sixth vol- 
ume. Price $5,000. Address “E. I. B.,” care 
Printers’ Ink. 


Ban in weekly ni newspaper and complete 

ob office, in city of 25,000. Good business, 
ME all first-class, cheap ower. low rent, 
best location. Half cash, or will sell half inter 
est to good manager. Address “ XXXX,” care 
Printers’ Ink. 


Vor SALE—First-class job office, in connec- 
tion with leading daily newspaper, in a ke f 
of 50,000 population. Enterprising man wit 
4,000 can Coin mone y. Thisisa grand o rtu- 
nity for a man who knows his business. TR iaress 
TIMES-PRESS, Bay City, Mich. 
os SALE — Here’s your chance; no skim 
milk—no shucks, but a paying Democratic 
official weekly in 3,500 pop. county seat town in 
Missouri for sale ; $3,000, #1,000 down. Cash earn- 
ings first four months 93, $2,000. Office occupies 
1,700 sq.ft. floor space. Established 2% years. 
Steam power, Present owner tired, =e will sell, 
Address “ PURE CREAM,” Printers’ Ink, N. Y. 
—~e > 


ILLUSTRATORS AND ILLUSTRATIONS. 


I oo ILLUSTRATIONS for papers. oF 
je, 2 AM. ILLUS. CoO. wark, N 
eo 


ADVERTISEMENT CONSTRUCTORS. 
ez my 














trade tonic for business debility. 
Wheis the reader's appetite for your wares 
10 doses, $5. JED SCARBORO, Box 63, Station 
W, Brooklyn. 

Ds of all kinds, primers, pamphlets and cata- 
é logues prepared in original, effective forms. 
Iitustrations made and entire charge of are 
ical work assumed if desired. Address JOHN Z. 
ROGERS, 769 Monroe St., Brooklyn. 


———— 


ADVERTISING 





AGENCIES. 


J ‘ou wish to advertise anything anywhere 
any time, write to the GEO. P/- KOWELL 
ADVERTISING CO, 10 Spruce St., New York. 
a 
ADVERTISING NOVELTIES. 
AILABLE novelties wanted. D. PER- 


\ KINS, 11 & 13 Center 8t., New Beg Conn. 
LOCKS for advertising purposes, by the hun- 
dred or thousand ; paper-weight clocks with 
advertisement on dial. Address SETH ——— 

CLOCK CO., 49 Maiden Lane, New York 


215.00 buys a machine to manufacture ~~, 

® advertising article, which will never go out 

i$ fashion. Particulars. INTERNATIONAL AU- 
OMATIC MAC AINE. Cco., Cincinnati, Ohio. 


per the purpose “of” inviting announcements 
of Advertising Novelties, likely dl Ln 

reader as well as advertiser, 4 lines, 8 or 

less, will be inserted under this head ‘nee for 

one dollar. Cash with order. More s or 
tinued insertions 25 cents a line each 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS. 
PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price 
Two Dollars a year. Three Dollars a hundred ; 
singlecopies, Five Cents. No back numbers 


JOUN IRVING 


NEW YORK JUNE 7, 1893. 


ROMER, EDITOR. 











New YorK City has 49 daily news- 
papers, Chicago 27, Philadelphia 22, 
Brooklyn 6, St. Louis 12, Boston 11 
and B altimore 8. ‘These are the only 
cities having each a population in ex- 
cess of 400,000. For advertising 
large cities the daily newspaper can al- 
ways be used to best advantage. Asa 
rule, no other mediums are profitable. 





THERE are a "great many family 
monthly papers issued throughout the 
country, the subscription price to each 
being fifty cents a year. It has often 
been wondered how there can be any 
money in the circulation of periodicals 
issued at so cheap a rate. The pub- 
lisher of one of them recently informed 
the writer that the paper cost him, de- 
livered to each address, seventeen and 
one-fifth of a cent per year. 





OF the 49 daily papers in New York 
City only nine are rated by the Ameri- 
can Newspaper Directory as having a 
circulation in excess of 75,000. They 
are as follows: Herald, Morning 
Journal, News, Press, Recorder, Sun, 
Evening Sun, World and Evening 
World, Those accorded more than 
40,000 are: Morning Advertiser, 
Staats-Zeitung, Herold, Times and 
Tribune. 








AN interesting announcement comes 
from the New York //era/d in connec- 
tion with its European edition. In 
demonstrating the field that exists 
abroad for American advertisers, the 
statement is made that Paris alone bas 
seventy or eighty thousand American 
and English-speaking residents, in ad- 
dition to cighty thousand yearly Amer- 
ican visitors. The Paris edition of 
the Herald has obtained the exclusive 
right of sale for that paper on all the 
wharves and passenger boats along the 
Rhine. 
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Messrs, G, P. PuTNAm’s Sons have 
published an interesting book called 
‘** The Making of a Newspaper,” being 
the experiences of certain representa- 
tive American journalists related by 
themselves. Most of the chapters 
constituting the volume have been 
printed in the ‘‘ Journalistic Series” in 
Lippincott’s Magazine, and all relate 
to the journalistic end of a newspaper. 
Notwithstanding that the business 
office (which is ordinarily supposed to 
have something to do with the ‘‘ mak- 
ing of a newspaper ”’) is left out in the 
cold, the book contains matter likely to 
interest readers of PRINTERS’ -INK. 
We quote from the chapter by Julius 
Chambers, late managing editor of the 
New York World: 


3eyond any question, the reporter is the 
coming man on the American newspaper 
Look at what he has done for the city editor ! 
He has raised him from an obscure position to 
the second place on the editorial staff. If 
present appearances are to be accepted, in 
another ten years the metropolitan journals 
will be almost exclusively devoted to local 
news, and the city editor will be ‘‘ cock of the 
walk.’’ Every New York newspaper man will 
understand to what journal I refer, and will 
agree with me that in abandoning all its tra- 
ditions about the value of foreign news, it 
took a great step forward in circulation and 
prestige. 

And this brings me to the most interesting 
theory which I venture to advance regarding 
the building up of a newspaper's circulation. 
It is no longer credible that news, merely, will 
doit. Nor will a bright e -ditorial page insure 
success, One piece of exclusive information 
that will be talked about is worth a month's 
conscientious presentation of the current inci- 
dents in the world’s history. Not to put too 
fine a point on it, eccentricities—“‘ freaks,” if 
you please—are what bring new readers to a 
paper. I know that this is very radical ground 
to take, and should be more fully explained. 
But this is not the place, and the examples 
that I would cite in justification of my opin- 
ions might be invidious. An advertisement is 
a mental impression, and the only advertising 
field open to the newspaper is the provocation 
of criticism or praise by its treatment of ec- 
centricities of human life. It is the Dickens- 
ish flavor in the modern journal that brings it 
new and “curious” readers, The paper 
must, of course, be reasonably good to keep a 
new friend once found; but success in jour- 
nalism depends largely upon the accession of 
new readers. It will be a surprise to the 
novice to learn that with many of the best 
established weekly journals the proportion of 
annual “renewals”’ is less than twenty-five 

ercent. To maintain the circulation editors 

ave to lasso seventy-five per cent of new 
readers every year. And, strange to say, this 
is not a difficult task, for the man who knows 
how to accomplish it, But that is a secret of 
the business. 


Mr. Chambers’ figures as to the pro- 
portion of renewals obtained by the 
“best established weekly journals” 
will not only be a ‘‘ surprise to the 
novice,” but will be seriously ques- 











tioned by business managers of long 
experience. It may be true of papers 
whose subscription lists have been 
boomed by flash schemes that only 
twenty-five per cent are renewals, but 
can scarcely be believed of the old, 
substantial journals. Mr. Chambers 
does not, however, over-estimate the 
important work that an editor may do 
in advertising his paper. Articles that 
will make people talk, novelties and 
freaks all spread its fame. Mr. Bok, 
of the Ladies’ Home Journal, ex- 
pressed the same idea in a different 
way, when he recommended in PRINT- 
ERS’ INK some two years ago the 
selection of titles which will look well 
in an ad or ona poster. But the edi- 
tor needs the codperation of the pub- 
lisher. A good feature must be gen- 
erously advertised to exert its full 
drawing power. Nothing, with the 
exception of patent medicines, is so 
well adapted to being pushed by print- 
ers’ ink as magazines and newspapers. 


MANUFACTURERS and retailers can 
work together in an advertising way to 
mutual advantage. Heywood, the 
shoe manufacturer, for example, sends 
to retailers a neatly lettered card suita- 
ble for display in window or show case. 
It is gotten up in the most approved 
modern fashion, with a few well- 
chosen words printed in black ink in 
plain type on a card, with plenty of 
white space to throw the matter into 
relief. No advertising for Heywood 
appears on the card, but it is a good 
thing for him, nevertheless, and first- 
class for the retailer. ‘This may give 
a suggestion to manufacturers and 
wholesalers in other lines. 

—— 

A WEAKNEsS shared. in common 
by many advertisers is pride in their 
ability to get lower rates than com- 
petitors. Solicitors recognize this, 
and are sometimes guilty of fostering 
the harmless delusion. Bjones is flat- 
tered by the idea that he is getting a 
price which the daily A’azoo has never 
before dreamed of allowing to any 
human being. 

The real art in getting bottom rates in 
important papers (it was ingenuously 
explained to the writer by a hustling 
advertiser) rests in getting into confi- 
dential relations with the advertising 
manager. ‘‘Over lunch and a small 
cold bottle in a convenient café we ar- 
rive at a price which seems to me cheap 
for the proposed service. I express 
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fear that I am paying a higher price 
than other users of his space. For 
instance, there is the Royal Baking 
Powder Co, and Hood’s Sarsaparilla. 
They have the name of getting very 
low rates, but I innocently remark that 
I don t see why I shouldn't get as low 
as they. The result usually is that be- 
fore I sign my contract he shows me 
the original contracts with these or 
other well-known rate-cutters. If my 
figure is as low proportionately as 
these I am happy, though I dare say 
the managers of each one of these con- 
cerns fancied he alone was being made 
an exception of.” 





The London Chemist is distributing 
a neat little ‘‘ fake” advertisement in 
card. It represents a medicine bottle, 
in colors and shape, with the labels, 
‘* Business Tonic” and ‘‘ Draw the 
Cork Carefully.” On pulling what 
represents the cork you read, ‘* The 
best business tonic for wholesale houses 
dealing with chemists and druggists is 
a series of advertisements in the Lon- 
don Chemist. . . . Dose: We 
recommend one full page in every 
issue ; but smaller or larger doses may 
be taken with correspondingly bene- 
ficial results,” and so on. 


EXCEPTIONS THAT PROVE THE RULE. 


Men’s and Boys’ Clothiers. 
Wasuincton, D. C,, May 25, 1893. 
Editor of Prinvers’ Ink: 

In your issue of the 24th inst. Top O'Col- 
lum has a very interesting article on advertis- 
ing fashions in men’s clothing, but he makes 
a mistake when he says that the tailors and 
clothiers do not say anything about the 
changes of styles in their advertisements, 
The very garments he mentions, 7. e., the 
long frock coats for dress and the double- 
breasted sack for business wear, have been 
almost daily advertised by us, and other deal- 
ers as well ; in fact, we advertised them before 
half the tailors in town had begun making 
them. Not alone in Washington have I no- 
ticed the clothiers advertising and describing 
new and advanced styles in men's garments, 
but in other cities also, namely, S. M. Wana- 
maker, of Philadeiphia ; Atwood, of Chicago, 
and one or two others ; but as a rule clothiers, 
tailors, hatters, shoe dealers and haberdashers 
do confine their advertising to merely men- 
tioning qualities and prices, without going 
into the details of styles and fashivns. 

T. Privy Moran, 
Advertiser for Robinson, Parker & Co, 
pac st slit 


ONE SUCCESSFUL PAPER COMPLIMENTS 
ANOTHER. 


Rosinson, Parker & Co., t 


Editor of Prwwvers’ Ink: 
I congratulate you on the internal evidence 
of the success of Printers’ INK, 
James S. METCALFE, 
Editor of Lie. 
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AS NOTED IN THE HUB. 
‘By John Z. ‘Rogers. 


While in Boston for a couple of days, 
on a flying trip, after an absence of 
three years, I was impressed with the 
changes that the newspapers had ex- 
perienced. 

A few years ago no city in the coun- 
try, probabiy, of an equal size was the 
home of such conservative papers as 
Boston. ‘The Advertiser, which for 
years sold for four cents a copy, was 
read by the merchants and_ business 
men generally, and was noted for its 
market reports; the /ouwrnal had a 
good local circulation among the con- 
servative class, and was religiously read 
by the people of New Hampshire and 
Vermont, and the 7vraveller, a big 
blanket sheet, successfully posed as a 
home newspaper of the conservative 
class, and paid much attention to sub- 
urban news. ‘There were the /os/ 
and other papers of much the same 
class. A few years ago pictures were 
a novelty, except in the Globe and 
Herald. Now things are different. 
The papers print as many illustrations, 
proportionately, as the New York 
World or Herald; scare heads are 
common, many of them two columns 
wide, and voting contests for various 
popular gentlemen in different walks of 
life are in vogue. The 7raveller has its 
old blanket sheet size, and now prints 
an eight-page paper, with eight narrow 
columns to each page. It has many 
departments; pays especial attention 
to real estate news, and runs three and 
four columns of sporting matter daily. 
It also prints ‘‘ picture coupons,” 
eighteen of which entitle one to a 
photo-etching. What a shock these 
innovations must be to those who have 
read the 77aveller since childhood ! 

The Post, under the management of 
Mr. Grozier and the late Col. L. L. 
Morgan, has been radically changed. 
The Post uses many pictures, heavy 
black-face type for heads, and prints 
lots of suburban news and matter of 
interest to the fair sex. 

Most of the other papers have 
changed materially, both in the hand- 
ling of news and make-up, except the 
Globe, Herald and Advertiser. ‘The 
latter paper issues a bright evening 
edition called the Aecord which has 
been established ten years and has a 
circulation in the vicinity of the century 
mark. The Mews, which was started 


about three years ago and run as a 
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penny morning, is, I was told, soon 
to come out as a two-cent paper. 

I noticed no material changes in the 
Globe and Herald, except that each 
printed more advertisements than they 
did three years ago. 

There is much difference between 
the advertisements in New York pa- 
pers and those of the Hub. ‘There 
appear to be far more advertisements 
in preferred positions in the Boston 
papers. For instance, I noticed six 
on one page of the G/ode and seven on 
one page of the Herald, averaging 70 
lines each. All were at top of column, 
pure reading matter and on one of the 
best pages. ‘This is rarely seen in 
New York. Book and magazine pub- 
lishers advertise generously. I wonder 
whether publishers use so much space 
because they recognize the claim that 
Boston is the seat of culture, or be- 
cause the papers give so much space 
to literary events. Perhaps a little of 
both. 

Pearline, ‘‘ Hood’s Cures,” Scott’s 
Emulsion, Cottolene and other general 
advertising occupies good space in 
most of the papers. Knapp’s Koot 
Beer appears on the first page of at 
least the Globe and Herald. It is a 
striking advertisement, and should be 
effective—about a third of a column 
deep and three columns wide, above 
and next to pure reading matter. 

Among the local advertisers Paine’s 
Furniture Co, continues to print attrac- 
tive advertisements. One begins, in 
calling attention to beds and chamber 
sets : 
| A MERCIFUL MAN IS MERCIFUL 
TO HIS GUESTS. | 


Mr. De Land, of the Equitable Build- 
ing, turns out the Paine advertise- 
ments, and they are models of terse- 
ness and effectiveness. The big dry 
goods firms use good space, and have 
a decided fondness for the best posi- 
tions. 

I noticed particularly the theatrical 
advertisements. Here in New York 
the average space used by a theater is, 
say one inch, and in the evening pa- 
pers much less, while in Boston they 
run from three to six or eight inches. 
Mr. Charies H. Taylor, Jr., who is re- 
lieving his father, the colonel, of much 
of the general charge of the Globe, 
told me that Boston theatrical manag- 
ers believed in using newspaper space 
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in making a play a success, rather than 
in depending upon the critics. Mr. 
Taylor said: ‘*We don’t believe in 
giving the theaters so much free ad- 
vertising as the New York papers 
favor them with.” 

My opinion coincides with his. In 
New York a theater using 100 lines in 
the course of a week frequently gets 
from half a column to two columns of 
notices in each local paper on Sunday, 
while a general advertiser who pays a 
paper $10,000 a year finds it either 
difficult or impossible to get an occa- 
sional notice without paying reading- 
notice rates and having Adv. or three 
stars follow it. I doubt, too, whether 
many people care to read from one to 
three pages of theatrical matter each 
Sunday. 

Mr. Taylor, Jr., told me how 
Pettingill got the Knapp’s Root Beer 
business. ‘‘ There were lots of agents 
after it,” he said, ‘‘and they talked 
terms, and rates, and discounts, but 
didn't get the business. Mr. Pettingill 
went to them equipped with sample 
advertisements and other tangible mat- 
ter, and when he demonstrated just 
what he could do he made a contract.” 
It must have been a large one, judging 
by the advertisements. 

In looking about at the hotel and 
railroad news-stands in Boston, aid 
talking with the people in charge, I 
found that the eight papers that had 
the best sale were the Globe, Herald, 
Record, Transcript, Post, Journal, 
Advertiser and Traveller, and they 
averaged up in a!out the order named, 
although the order naturally varied in 
different places. In many places the 
Globe and Herald were nip and tuck. 

The Glode allows but 50 per cent. of 
unsold papers to be returned, while the 
other papers allow full returns. 

The presiding genius of the news- 
stand invariably refused to give me 
exact figures, although one in charge 
of a stand at a leading Washington 
strect hotel gave me figures regarding 
outside publications. He sold 40 New 
York Worlds, 10 Heralds, 8 Suns and 
8 Recorders. Of illustrated weeklies, 
Truth and Music and Drama (which 
has just begun the spicy policy that 
boomed 7ruth) were about even at 75 
copies each, while Puck and /udge 
were not so popular, 15 of each being 
sold weekly. Zown Topics came be- 
tween with an average sale of 50; the 
Illustrated American had a good sale, 
and Vogue was growing popular. Of 
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the magazines, Scribner's led, with 
Century, Cosmopolitan and Harper's 
next in order, The New Lngland 
Magazine was in good demand, and 
the other local monthly, Donohoe’s 
Magazine, a Catholic publication, was 
close on the heels of the former. 

The reticence of those in charge of 
the stands was probably due to the 
manner in which the papers are dis- 
tributed. The Hotel and Railroad 
News Co. is a coéperative concern, run 
by the local papers for the purpose of 
distributing papers effectually, impar- 
tially and at a minimum cost. It cuts 
into the New England News Co., but 
I suppose the New England company 
feel it more than the local publishers, 
as the latter have little or nothing to 
lose by antagonizing the older concern, 

Boston advertising and journalism 
appear to be in a healthy and success- 
ful condition, and the Bostonians have, 
considering the size of the city, as 
large and varied a list of papers to 
select from as the people of any city in 
the country. 

sain acai aa 
THERE’S PROFIT IN ADVERTISING 

Allen C. Mason, one of the big mil- 
lionaires of Tacoma, is under forty. 
Mason’s wealth illustrates the value of 
newspaper advertising. Just ten years 
ago he was teaching school in Jackson- 
ville, Ill. He borrowed $3,000 for 
three years to come to Puget Sound, 
settled in Tacoma, and went into the 
real estate and loan business. During 
five years his transactions amounted to 
more than $3,000,000. He is now build- 
ing a house in ‘Tacoma which will cost 
$125,000, has given the city a public li- 
brary of 20,000 volumes and owns all 
sorts of valuable property. He considers 
the newspapers one of the secrets of 
success. He put all his money at first 
into newspaper advertising. He 
started in by advertising his real estate 
in religious papers spending at first 
$100 a month and increasing till he was 
spending $500 a month in this way. 
Then he tried the big Eastern dailies, 
and one Sunday he spent $10,000, all 
that he had at the time, in putting two- 
page ads in the big Sunday newspapers 
of New York, Boston and Philadelphia. 
The result was that the letters came in 
by the bushel, and half of them con- 
tained money, and Mr. Mason says he 
is still getting business from the adver- 
tising of that time.—/ittsburg Dis- 
patch, 
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THE great desire of the purchasing 
public is to get an article a little below 
the ruling rates.. Even if the difference 
amounts to but a penny or two the es- 
tablishment which offers that advan- 
tage will be busy, while houses asking 
the penny or two more will be idle. 
Remember this principle in stating 
prices for your small ‘‘ advs.” If what 
you have to offer is quoted at a figure a 
little below its usual price you'll find no 
difficulty in disposing of it.—PAz/a- 
delphia Item. 


+o>—___—__ 


SOME LEADING NEWSPAPERS. 








ADVERTISEMENTS appearing under 
this head are carefully edited, and any 
statement contained in them may be 
used elsewhere, if desired, and cred- 
ited to PRINTERS’ INK. They are 
based upon the reports and estimates 
of the American Newspaper Directory, 
and if in any respect erroneous, the 
fault is to be attributed to the Direct- 
ory, and not to PRINTERS’ INK. Ad- 
vertisements inserted here may contain 
additional statements of value to the 
paper, not antagonistic to or inconsist- 
ent with the Directory ratings. Fro- 


posals for inserting advertisements in| 


PRINTERS’ INK, to be paid for by other 
advertising, cannot be considered at 
the present time. 

ARKANSAS. 


Little Rock GAZETTE-Both daily and | 


weekly are rated as having fifty per cent. 
more circulation than any other daily or pol- 
itical weekly in Arkansas. 


APTIST VANCUARD-4 weekly, pub- 
lishe( at Little Rock, has the largest circulation 
rating accord to any organ of the colored 
race published in Arkansas. > 

CALIFORNIA. 

OUR HOME, San Francisco—Is given an av- 
erage monthly issue of 26,339, by far the largest 
of any monthly in California. 

COLORADO. 

LEADVILLE HERALD-DEMOCRAT—Is 
given a higher circulation rating than any 
other daily in Colorado outside of Denver. 


ILLINOIS. 


Rights of Labor, Chicago—Of the dozen papers in 
the country devoted to the interest of the Knights 
of Labor, this weekly is accorded a larger circu- 
lation rating than any other, with one exception. 


THE NEWS, Champaign, I1)., receives adver- 
tising conditioned on a larger circulation than 
any two other rs combined in Champaign 
County (pop sido, Its edition is guaranteed 
by the Directory to be not less than 8,600, 














RS’ INK, 
INDIANA. 


at Tl Viti 


The I I News ¢ payment 
on Le ag circulation than any other three 
dailies in Indianacombined. Average over 30,000, 


| American Nonconformist: [$y74.%° 

| apolis, has a higher circulation rating than is 

accorded to any weekly newspaper in Indiana, 
KANSAS. 


TOPEKA ADVOCATE — Official State 


paper. armers’ Alliance organ—credited with 
| 





e largest weekly circulation rating in Kansas 
j MASSACHUSETTS. 

YANKEE BLADE, Boston. 
No publication in Massachusetts is accredited 
a higher circulation rating. 


Fore-Pewteer- Boston, monthly: regular 
circulation 30,711, much larger than any other 
yublication in Massachusetts devoted specially 
© the live stock interest, or than any other 
Poultry journal in the United States. 


MISSOURI. 

MEDICAL BRIEF, monthly, St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 

\ per Directory, a larger circula- 
tion than any other medical journal in the world. 

STAR, 
KANSAS CITY, 

Its daily edition is one of the (only two) daily 
papers in Missouri to which the American News- 
paper Directory accords a circulation of more 
than 52,700 copies each issue, and its weekly 
edition is one of (only two) weekly papers cred- 
ited with issuing more than 88,600 copies 


NEBRASKA. 


} . ‘5 eR 
DROVERS’ JOURNAL, 
| SOUTH OMAHA, NEB., 
| ia one of (only two) daily papers in Nebraska 
the exact accuracy of whose circulation ratings 
| the American fle aged Directory guarantees 
| by a #100 forfeit. ts record shows a regular 
issue for the year of 1892 of 2,891 copies 











NEW HAMPSHIRE. 


| §,000 circulation. The Republic Journal, 12- 
page weekly ; largest Ln a in New Hampshire ; 
vest line of communication between advertiser 
and buying public. W. H. CoLspy & Co., Publish- 
ers, Littleton, N. H 

| NEW JERSEY. 

TIMES- Elmer, is one of the only thirty-five} 

| weekly papersin New Jersey the exact accuracy 
of whose circulation ratings the American News- 
paper Directory guarantees by a $100forfeit its 
record shows a regular issue for the past year of 
2,146 copies. 


NEW YORK. 


The People’s Home Journal 


is among the (only five) monthly publications in 
New York City to which the American Newspa- 
per Directory accords a circulation of more than 
285,400 copies each issue. Advertising rates, 
$1.25 per line. Published by 

F. M. LUPTON, 


106 Reade St., New York. 


| TOILETTES, 


a Fashion publication issued monthly at 126 
West 23d street. Has a paid circulation of 40,000 





| copies, a fact guaranteed at publishers’ office in 

| any way that may be required. This magazine 
was formerly sold by subscription only; _ it is 
now handled by the trade, the American News 
Company being wholesale agents. 


PRINTERS’ INK~—Is one of the—only six- 
teen—weekly papers in New York City the exact 
ecuracy of whose circulation ratings the Amer- 

ican Newspaper Directory guarantees by a $100 
| forfeit. Its record shows a regular average 
issue of 51,618 copies during the year 1892, which 
| is more than five times the total circulation ac- 
corded to all the dozen other publications issued 
> the United States in the interests of adver- 
tisers. 


— 
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New York, CARPENTRY AND BUILD. | 
ING, monthly, has the largest circulation rat- 
ing accorded to any archi i oe building | 
publication issued in the United 8) 


DRAMATIC Puno’ 


is among the (only fifty) weekly papers in 
New York City to which the American 
Newspaper Directory accords a circula- 
tion of 

More Than 17,500 Copies Each Issue. 





_OHIO. | 
The American, an Builder: fs nooord: | 
ed the largest on rating of any agri- 


cultural or atidors’ ago) west of New York. 
PENNSYLVANIA. 


Pittsburgh PR ESS. he has the largest circula- 
tion rating of any daily in that city, viz: 40,964 


Colliery En ineer, monthly, Scranton, Pa.: | 
has the largest circulation rating accorded t« 
any paper in America publishedin the interest of 
mining. Its circulation is no és national. 


RHODE ISLAND. 


NEWPORT NEWS. 


Its daily edition is one of the (only three) daily 
papers in Rhode Island the exact accuracy of 
whose circulation ratings the American Newspa- 
Directory guarantees by a $100 forfeit 

issue for the past year, 3,181 copies. 


TENNESSEE. 


MEMPHIS APPEAL-AVALANCHE — Is 
gw a larger circulation poy dy «4 its daily, a 
arger circulation rating for its Sunday and a| y 
larger circulation rating for its weekly nan is | 
accorded to any other daily, Sunday or secular 
weekly paper in Tennessee. 





Baily 





NASHVILLE AMERICAN | 


is one of the four weekly publications in Tennes- | 
irectory 


see to which the American Newspaper D 
for 1893 accords a circulation of more than | 
12,500 copies each issue. 
AUK Is ac- 


WISCONSIN. 
Ew 

att WAvS ce E WISCON Ak t I ‘is given 

to any other evening daily in Wisconsin. 
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UPERIOR Mechanical Engra’ , Photo Pee 
S trotype Eng. Co.,7 New Char ers St., N. Y 


TRADE-MARKS repre BS. 
ferences and eres cont ucted. Advice 
free. Write. Glascock ‘Oey ashington, D.C. 
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UBL Advertisers. 

6 PI N i Oo ” —. York. 
aad od PAY. © Book 1 =. 

PATENT ©: 8. c. METZGER XL, 





LOUISVILLE vEiAk* oA 

eekly. For free distribution at 
aane and public resorts. 243 Fifth St., Louis- 
| ville, Ky. 


NEW YORK LEDGER 


DON’T 


Order any } of cuts for printing until you 
have heard from us. It will pay you to write us 
CHICAGO PHOTO ENG. CU. 


21.00—Visiting Cards. We will engrave a 
copper plate and print 50 visiting: < cards or $1. 00. 
Samples, 4c. Satisfaction guara: or 
we will mail co of our book. “Card Eti. 
quette.” BELLM BROS., Toledo, O 


nae Lists NC 














nvelopes and 
by mac! inery. 
carne t. For par- 
, Prest., 314, 316 


The The only ut tuthentie 
Wra addre 
Names guaranteed <p ht 
ticulars address F. D. BE 
Broadway, New York City. 


FOLOINS BOXES 
TAPER garam 
CC6 EAGLE MFC C2 New HAVEN.CONN, 
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are paid regularly. Spend 
ee pm | <7 Srocty, Are best mail 

customers. Make go nts. We 

Normal Instructo. tor.— Gren) 
Trial adv. 10¢c. a line. DANSV ILL E. N I -¥ . 





Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra Jor spicified position—tf granted. 
Must be handed in one week in advance. 


SE! ATTL E TELEGRAPH, the. leading 
Democratic dail ocratic daily north of San Francisco, 


SUCCESS Tents Mees, Mena. 


AMERICAN PREsS Co., Baltimore. 


208 PRINTING! First-class, and no othe 


Printers’ Ink Press, N. Y. 
E RATES: ie ceach the bee AND 
= RE GREA 


Aberdeen, 8. D 
I E Le DEPENDENT. Own your own news- 
WEEK! ES CO., 28 West 23d St., New York City. 
LE ME SHOW YOU SOMETHING 
if you_advertise in local newspapers. 
Send address. CHAS. W. HARPER, Columbus, 0. 
Magazine for — study of the 


6 E R MAN | A German lang. and litt. For 


le copies, rates of adverti . ete., address 
GERM “ANIA, Manchester, N. H. e , 
Please send 


DIRECTORY PUBLISHERS, circulars 
ond grins list of your directories to U. 8. AD- 
40.,L Box 1407, Bradford, McKean (o., Pa | 
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Ems, 


Ae ° 
‘rite totor information 





er. Send for estimates to PICTORIAL | 


The PALMER (Mass.) HERALD 


offers advertisers more circulation than any 
paper between Springfield and Worcester. 


2,500. 


For holding Papers, Letter 
Files, Anything. Clean, 
Light, Strong, Portable, 
Cheap. In use all over U.8. 
Send for catalog and testi- 
monials. POPE RACK Co., 
St. Louis Mo. 











Columbian Desk Cata- 
logue 160-pages, post- 
age 7c. Desks from 
$6.00 to $600.00. *.° 


American Desk & Seating Oo. 
271-272 Wabash Av , Chicago, Ill 


WATCH ES ~~ 
| Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - = (5, 

Advertisers find IT PAYS! 
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AL ARITEMETIOAL 
PROBL 
og He, rapidly — - a ly 
by the Comptometer. Saves 
per cent. of time and entire- 
ly relieves mental and nervous 
strain. Adapted to all com- 
; mercial and scientific compu- 
we tation. Why don’t you 
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hae! Felt 4 & Tarrant M’t’s Co., ? 4a 
52-56 Illinois St.,Chicago. “| 
DODD'S Reliable me low a. THE HOME CIRCLE, 
mates, and carefut service | | ST. LOUIS, MO. 
Advertising have given this agency @ 75,000 Copies Each Month. 
AGENCY, standing with advertisers ) An exceedingly desirable medium for 
= qualled only by its influ- GENERAL ADVERTISERS. 
Pe ~ x» ence with newspapers! ) THE HomME CrROLE Pus. Co., St. Louis, Mo. 
sinks: Naess [ Advertisements specially prepared for our Clients. | \ ‘ 
Were cena; . SEND FOR ESTIMATE, The Argonaut. 


Advertising in England, 
European Continent, Etc-| pup @NTLY high-class political and literary 
SE eh — published on the Pacific Coast. 
A LARGER CIRCULATION than any 
ADVERTISING AGENCY, L’t’d, | other paper on the Pacific Coast, except three 
~~ Francisco dailies—over 18,000 copies 
Capital 50,000. Henry Sell, Manager, ( litor | 
oa ‘ounder of “Sell’s World’s Press Sy HE ONLY purely weekly” paper having 
Full particulars regarding British or European | P€ a ting machinery to get out its edition ; the 
Advertising, sample papers, rates, etc., at the | others are folded or bound by hand. 
ce, 


London O 167-168 Fleet street, or at 
New York Office, 21 Park Row, Ground Floor. 213 GRANT AVENUE, 


TURF, FARM & HOME ~~~ ye tCtCS 








A HORSE JOURNAL. 
$1.60 per Year and Advertising Values Big. 





AUBURN GAZETTE COMPANY N a YORK. 


(Pub’s Auburn Daily Gazette), . : 
AUBURN, MAINE. j200,000 Circulation Monthly ; Guaranteed. 








cnsean. 100170 BRUCE'S EXHIBIT. PAGE & RINGOT, Publishers. 
The great midsum- : 
: a mer souvenir edition ADVERTISING RATES: 





of THE AMERICAN | x 
Sennen ini Soe ) Cents per _ a ie No discounts for 


1004 Baa og 5 per cent discount for cash with order. 
h in the United 
niaden. i the United To advertisers who wish to reach the mation: ve 
attend to the distribu- | is one of the best mediums in the country. Why 
tion July 1. Rates 29 | not try the QUEEN OF FASHION once and be con- 
cts. ver tine, Adv. copy | Vinced by the returns you will receive! 

June 2. nach aceasta 

WM.G. BRUCE, rub., | QUEEN OF FASHION, 46 E. 14th Street, 


N.Y.,Chic., Milwaukee (UNION SquARE) New York City. 








In no business affair is fidelity in an agent more essential 
than in ADVERTISING, and in none is fidelity less ef- 
fective, if not joined to experience. 

Our Advertising Agency unites faithfulness to thorough 
experience and gives its patrons the best service that can 
be rendered. THE GEO. P. ROWELL ADVERTISING CO., 

Newspaper and Magazine Advertising, 
10 Spruce Street, New York. 
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Tf you want to reach everybody ad- 








vertise 1n Scribner s—it isn't necessary 
to have an exhibit at Chicago. 
Address CHARLES SCRIBNER'S SONS, 
743-45 Broadway, New York, N. Y. 





 - tr ataemenemeeneenen 


MULTIPLY, ADD and SUBTRACT, 


and the Result will cause you to replace 
your “Double Cylinder” by one of our 


‘New Model’’ Rapid Rotary Web Perfecting Presses, 


which can be Easily and Economically 
operated by One Man and A Boy. 


it will Perfect and Fold 8 to 10,000 4 or 8-Paged Papers per Hour. 


CAMPBELL PRINTING PRESS & MFG. CO., 
NEW YORK. ——— CHICAGO. 


he one point above all others for an advertiser 
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to consider is proved circulation. Next, he 
should avail himself of one that cannot be duplicated. 
It has become universally known that no substitute 


can be found for 


ALLEN’S LISTS. 


The papers comprising them are not thrown away, 
but are read in the leisure of the home by family and 
friends—thrifty people who spend money freely, as 
hundreds of our regular advertisers are pleased to 


acknowledge. 
Forms close on the 18th. 


E. C. ALLEN & CO., Prop’s, Augusta, Me. 
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700 PRINTERS’ INK. 


RECIPE. 


Some of the good things that go to make a 
SUCCESSFUL NEWSPAPER, like the 


Philadelphia Item 





5 Hoe Quadruples, - - . $300,000 
35 Delivery Wagons, Horses, etc., - - 25,000 
{ Stable, = . - * ° 35,000 
{7 Mergenthaler Linotypes, - . - 50,000 
2 Publication Offices, - - - 150,000 
Business Machinery, etc., - - - 50,000 
Brains, - - - - . 390,000 

Total, - - - - $1,000,000 


RESULT: 


Circulation of THE ITEM, svisvecs eat fc 
9 


DAILY. SUNDAY. WEEKLY. 

1888 154,635 91,443 23,762 

1889 164,944 151,728 32,440 

1890 174,419 174,209 42,157 
1891 181,237 184,490 43,358 


1892 186,767 192,363 53,753 


The correctness of these figures is fully authenticated and 
sworn to by the publishers, as well as guaranteed by Geo. P. 
Rowe .t & Co., the recognized authority on newspaper ratings. 


eS OVER ONE THOUSAND AGENTS ITEM, through ts 35 While 


sale Wagons, and sell no other paper, ‘‘ One paper ina City.”-—THE ITEM for Philadelphia. 


Sole Agent 48 TRIBUNE BUILDING, N.Y. 
Ss. Cc. BECKWITH, Foreign Advertising, 509 “THE ROOKERY,” CHICAGO. 
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Largest in America! ! 
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«IF YOU PUT IT IN COMFORT IT PAYS!” 


STaTE OF Marne, Kennebec, ss. 
AvuGusTA, Marne, March 24, 1893. 
I, William H. Gannett, of Augusta, Maine, hereby certify that Iam the owner of 
“Comfort,” and that the reguiar circulation of “Comfort” is over twelve hundred 
and twenty-one thousand copies every issue. B 
(Sgd.) WILLIAM H. GANNETT. 


STATE OF Mating, Kennebec, ss. 
Personally appeared the above-named William H. Gannett and made oath that 
the above statement by him subscribed is true. Before me, 


pipet A. G. ANDREWS, 
: SEAL, : Judge of the Municipal Court, Augusta, Maine. 


LLL 


Spese of responsible agents or of us direct. THE GANNETT & MORSE CONCERN, 
Publishers, Augusta, Maine. Boston Office, 228 Devonshire street; New York Office, 
Tribune Building, Hkyry Briout, Kkepresentative. 
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—e@S— 
Would you 


like an 





Advertisement 
Printed 
in Colors in 
THE NEW 
| YORK 


RECORDER ? 


—9e— 














It is the only Daily News- 
paper in the World that does 


this sort of thing, you know. 


Doesn’t it strike you that 
such an advertisement would 


attract attention ? 


And don’t you think that 
such an advertisement would 


make an impression? 


Only a limited amount of 
space is given each week to 
advertisements, and it is neces- 
sary to arrange well in ad- 


vance, 


Rates, etc., will be given on 


application. 
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Commencing with the October, 1893, issue the 3 
= rate for advertising in = 
| The Ladies’ Home Journal | 
will be 3 
ES Four Dollars per Line i 
BS and contracts are not acceptable to extend beyond the % 
September, 1893, issue except at that rate. % 
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THE NEW OFFICE BUILDING === oars 
421 6429 ARCH STACCT Se ee 
: Both buildings used entire F 1-tffe—business of the Ladiess Home Journal.-.No tenants 


The Paid Circulation 
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BS of THE LADIES’ HOME JOURNAL, April 29, 1893 

S was as follows : 

% Paid in advance yearly subscribers. .. . . . . 496,855 

%: Sold to the Central News Company. .... . . 191,080 

% Total paid circulation on that date. . . . . 687,935 

*; To supply advertisers and back numbers .. . . 25,065 

% Total number of copies printed . . '713,000 
Settee eRe eaten ean 








Miscellanies. 


An Excellent Way.—Jones: Good 
morning, Benson. How do you find busi- 
ness ? 

Benson—By judicious advertising.—Z//e. 

They are Strong There.—Stranger : 
Does a paper ever take hin's from suuscribers ? 

Editor—Ch, yes; quite frequently in the 
West.— Zhe Clud. 


Now and then a man goes into the 
great Fair on a paid ticket; and it is thought 
by some that he is a member of the press.— 
Judge. 


Too Busy.—‘‘ Are you doing much 
reading now?” 

‘*No; I haven't time to read. 1’m too busy 
writing book reviews.” — 7he Clud. 


In the want column of an Eastern 
dail this advertisement recently appeared; 

anted—A tricycle for a young girl with 
an upholstered seat .’’—£.r. 


Editor Shaver, of the Dalton Argus, 
advertises fora tail to his last year’s spring 
coat. He lost the original in a race with a 
sheriff who was a good runner, and got close 
enough to levy on it. Atlanta Constitu- 
tion, 


Got the Same Jokes in Another 
Way.—“ Gentlemen,”’ said the toastmaster, 
‘*we will dispense with speeches this evening. 
I have employed a professional elocutionist to 
read the comic papers aloud to us, instead.”’ 
Puck. 

‘“I—I must not listen to you, Mr. 
Capphead,”’ protested the blushing girl, with 
eyes downcast. ‘* You are only crllliee, and- 
and, besides, it is getting late. 

* Please hear me out, Miss Helen!” pleaded 
the infatuated young reporter. “I’Jl cut it 
down to 250 words.”—Citcago Tribune. 

The man who never advertises al- 
ways has plenty of time to balance up his 
books.—Somervilie Journal. 

Print-Shop Volapuk.—This is to 
state that the weather in this § has been with- 
out ll in severity since the morning *4* sang 
together, consequently $$ are few in our 
office, and we hasten ~— the opportunity to 
ask our subscribers (with their ® mission) to 
( in cash, so we will not have to stand 
with a + in our { to keep our creditors 
away from our personal property.--Latah 
Times. 


PRINTERS’ INK. 


An Imitation. —‘‘ Isn’t Faber’s news- 
paper a political organ ?”’ 
‘No; it’s only an organette.”"— Puck, 


True to Her Word.--‘‘ When I 
gave you $10 to go shopping with this morn- 
ing, Lucinda,’”’ said Mr. Rushquill, sourly, 
** you said you would furnish me with a sug- 
gestion for a sarcastic editorial.”’ 

“ Here it is, Henry,” replied the editor’s 
wife, submitting for his inspection several 
yards of material she had purchased for the 
sleeves of her new dress.— Chicago Tribune. 


After his lecture before the journal- 
istic class at Cornell University, a sophomore 
asked Eli Perkins when he became a jour- 
nalist. 

** Never,”’ said Eli, *‘ but I do hope, after 
twenty years’ more experience, to become a 
rs man.”’ 

** Well, what i is the difference?” asked the 
sophomore. 

** Just this, my son,” said Eli, ‘ A callow 
reporter calls himself a journalist. As George 
W elshons says, in his first tadpole stage, when 
his head is swelled, he is a journalist, If he 
finally shows great brain and industry and 
escapes the fool-killer, he may become a re- 
porter, After years of study and toil, and 
when his brain is stuffed with wisdom, wit 
and discretion enough to kill his own editori- 
als and ‘ make up’ a sixteen-page Sunday edi- 
tion, then [ say he’s a newspaper man.” 

** Then, this is as high in the profession as 
he can get?’ 

** Yes, he is now at the pinnacle. By and 
by, when he gets lazy and stiff and old and 
stupid, they reduce him to editor. 

** An editor is a decayed newspaper man, 
with bunions on his brain, chilblains on his 
heart, corns on his ears, and warts and dys- 
pepsia on his liver. 

** The business of the editor is to sleep up- 
town all day, and at night he prowls around a 
newspaper office, and at midnight he takes a 
blue pencil and assassinates every bright and 
readable idea that the smart reporters have 
brought in during the day. 

“ The editor is all epithet, while the re- 
porter is all proof. The editor calls a man a 
chicken thief and gets sued for libel, while 
the reporter—kodak in hand—interviews him 
while picking off the feathers in his back yard, 
and the next day the thief takes a whole ad- 
vertisement to shut up the newspaper. 

“No,” continued Eli, ‘‘l hope I am a 
newspaper man, and I dread the time whin I 
shall get old and stupid, and have to kill my 
own bright things which made the people 
glad, sold newspapers and made Americans 
know me,”’ 
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THE DISCHARGED CLERK HAS HIS REVENGE, 


—Truth, 
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